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Availability 


Achieve 98% availability on Winston and Camel base brands by 2/28/98 and maintain. 


Achieve 95% availability on Winston opportunity brands by 3/31/98 and maintain. To 


include both Ultra Box styles, Light 85 & 100's and Light Box & Light Box 100's. 


Achieve 95% availability on Camel opportunity brands by 3/31/98 and maintain. To 
include both Menthol, Wides, and Kamel styles. 


Achieve 95% availability on all Doral work plan brands including Box styles by 3/31/98 


ACTION PLAN 


Utilize Product Availability Report to seek out problem accounts. 
Target problem stores and OVERCALL on until situation is rectified. 


Identify the problem using the discovery process, and utilize needs selling to fix for the 
long term. 


Help account to establish proper ordering procedures, Using RJR Order Guides. 
Recruit Wholesaler, Jobber Rep, as partner for assistance. 
Be creative with display dollars to gain distribution and secure availability. 


Attack the problem with a sense of urgency. 
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PRESENCE 





PACKAGE 
AND 
CARTON OUTLETS 


Increase independent level 2/3 contracts to 80+ % of all package contracts within 
assignment ( excluding RA's ) by decreasing the current number of level 1 ( 15 ) and 
enhancing to level 2/3. Focus on the targeted stores: Cathi & Dons, GMB Discount, 
Proctors Store, Gregs Meat Market, Kingsbury Country, Lyles Superette, Stinsons 
Village, Jakes Market, and Daytons Store. 


Maintain / decrease the 3 PM exclusive accounts of which 2 are also RJR Lockouts. 
Focus upon Vergennes Variety and Clarks IGA ( where prudent ). Additionally, 
Cannan Cash Market is a RJR lockout which is not a PM exclusive. 


Decrease the number of Independent pack calls where RJR does not have contracted 
presence but is neither a PM exclusive от RJR lockout. Focus on Small City Market. 


Maintain / Improve RJR's current contracted presence in South Main Yankee chain. 
Secure Level 2 or 3 position in Dart 2 location and maintain RA contracts in Woodstock 
and Ascutney locations. 

Maintain / Improve current contracted presence in the Foodstop chain. 

Maintain / Improve contracted presence in the Bradford Oil chain. 


Seek Level 2 contracted presence in the Sherman V. Allen chain. 


Through the discovery process, identify key carton players and maintain, gain and or 
improve needed presence, Focus on Birney's Mini Mart. 
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ACTION PLAN | 


Utilize the bundling approach in targeted accounts to enhance contracted presence. 


Again, attack with a sense of urgency. In the State of Vermont, legislation has already 
been passed which will change the retail environment to all non self-service by January 1, 
1999. Federally, the future is uncertain. Now is the time to capitalize on all available 
RDA dollars, promotions , and displays to maximize potential share growth and profits 
for both RJR and Retailer. 


With the Winston equity test being conducted, dedicating separate displays for both Camel 
and Winston has become even more important. Each brand now has different promotions 
denominations, and time frame. Dedicated displays help to minimize consumer and . 
retailer confusion. 


Maximize flexibility potential of APD displays to address space concerns. 
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CIGARETTE TOBACCO STORES 
Maintain year end 1997 CIV contracted universe in T & R Sidelines (Level 2 Enhanced) 


and West Addison General Store (High Savings). Continue presentation to West Addison 
General to obtain Level 2 Enhanced contract. 


ACTION PLAN 


Seed has been planted in West Addison general to re-merchandise entire Cigarette 
department, with a view to a Zone merchandising concept. 





T&R Sidelines: In 1997 a serious look at the 3 P's was addressed. Inadequate 
advertising, Display placement, and savings promotions were identified as weak links. 
After addressing these concerns, in the second half of 1997, FP SOC grew 3.4% to 
(35.8%) and BS SOC grew 7% to (28%). 


PDI PLACEMENT AT RETAIL 


Insure 100% is placed at retail by 6/30/98 


ACTION PLAN 


Maintain manual tracking sheet to insure placement of PDI is used in the most effective 
locations as well as meeting time frame. 
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PROMOTION 


RETAIL ACCRUAL MATCH 


Achieve 9094 Match Option in contracted package outlets. 
Achieve 90% Match Option in contracted carton outlets. 
Achieve 100% Match Option in CTS outlets. 


Insure 25% usage / reporting each Quarter during 1998 with 100% usage by year's end. 
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Insure Retailer Match option is included on each quarter's promotion sheet for a true 
PARTNER POINT OF DIFFERENCE. 


ACTION PLAN 


4 Target the 6 stores remaining, without Accrual Match. Bellomo's, Benny's, - 
Harrington's, Leo's, Main Street Cash, and Otter Valley. 


vi Utilize Needs Selling, Bundling approach, and Partnership to create potential point of 
difference programs to achieve objective. 
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PRICING STRATEGIES 


Utilize RIR,s resources for a true BUNDLING хасын to positively impact the retailer's 
profitability and RJR's 3 P's 


Winston Equity: Match Marlboro tactic for tactic in all PARTNER ACCOUNTS with the 
exception of up to 45.50 per carton in CTS locations to obtain a true point of difference 
using the Retailer's Accrual Match. Maintain current $1.50 off carton in CTS locations 
during plan A periods. 


Camel: Insure 1.3 weeks of an average weeks business on displayed product per month 
during Plan A periods. Match Marlboro during Plan B periods ór GAP whichever is 
greater. (Excluding CTS Stores). 


Doral: Follow ceiling strategy in all partner outlets. Implement our Doral EDLP where 
prudent. E-mail DM monthly with updated comprehensive list of stores. 


VAP: Maximize throughout assignment in 100% of contracted PARTNER ACCOUNTS 
and other prudent non PM Exclusive and or non RJR Lockout accounts. 


ACTION PLAN 


Continue to sell accounts on proper pricing strategies for maximum profits. 


Utilize Profit Percentage Wheel, as well as Penny Profit presentation in laptop to address 
Gouging situations. 


Defend Camel business per GAP strategy in PARTNER ACCOUNTS using maximum 
allowable discount, where prudent. 
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PRODUCTIVITY 
JA CALL PER DAY 


Through proper planning, discovering and implementing alternative methods, average 
making 8.5 calls per day ( Holidays, Vacations and Meetings excluded ). 


COVERAGE 
Insure 10096 coverage is achieved for each reporting period, inclusive of quarterly calls. 


PLANNING 


Prepare and follow monthly schedule. 
Insure DM receives a copy of schedule by the 25th of the preceding month. 


Prepare Quarterly promotional sheets for 100% of RJR partner accounts during the 
second month of each quarter for the following quarter. These sheets are to be delivered 
and discussed with the retailer and Retail Rep's during the last month of the quarter, prior 
to the start of the new quarter. Insure quantities are listed by brand family, to include any 
and all buydowns ( for bundling explanations). 2596 of Accrual Match to be included each 
period. 


Business Building Plans: To be developed for each partner account, which specifically 

document issues / opportunities to grow Retailer's profit and sales; and RJR's sales and 
- share of market. Objectives are to be specific with anticipated SOM growth on RJR 

brands, These plans are to be used for pre-call knowledge and monthly planning. 
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ALTERNATIVE METHODS 


Insure all Partner stores handle buydown invoices, keep contracted displays filled 
properly, maintain our POS / PDI and place pricing POS during increase periods and 
between Plan A & B periods. 


Utilize the LAPTOP to be more effective and efficient with monthly scheduling 
preparation of QUARTERLY PROMOTION SHEETS. 


ACTION PLAN 


Planning is the key to achieving call count, and coverage objectives. Only a well thought 
out action plan, in the form of a monthly schedule, will allow you to make each call with a 
specific purpose, ensuring these and other objectives are met, 


Just as planning is critical, so is proper communication and accuracy. The information on 
the Quarterly Planning Sheets needs to be as accurate as possible going into each quarter, 
then conveyed to both the Retailer and Retail Rep's ASAP 


Maintain a Master sheet of entire assignment containing certain information. IE: GAP 
amount, Kamel Display and / or Winston Ultra display authorization, and notes os 
accrual spending. 
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